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ABSTRAK 
Penelitian ini bertujuan untuk mengetahui Pengaruh Self Congruity, 
Retailer Awareness, Retailer Association, Retailer Perceived Quality  terhadap 
Purcahse Intention melalui Attitude towards Retailer pada Eiger Merr di 
Surabaya. Dalam penelitian ini, keenam variabel tersebut dianalisis menggunakan 
analisis SEM (Amos). Objek penelitian ini adalah Eiger Merr Surabaya. Jumlah 
sampel yang digunakan dalam penelitian sebanyak 150 responden. Hasil 
penelitian menunjukkan bahwa model yang dibangun dapat memprediksi niat 
pembelian konsumen secara terperinci hasil menjelaskan pada pengujian hipotesis 
pertama, Self Congruity berpengaruh positif terhadap Attitude toward Retailer, 
hipotesis kedua yaitu Retailer Awareness berpengaruh positif terhadap Attitude 
toward Retailer, hipotesis ketiga, Retailer Association berpengaruh positif 
terhadap Attitude toward Retailer, hipotesis keempat, Retailer Perceived Quality 
berpengaruh positif terhadap Attitude toward Retailer, dan hipotesis kelima, 
Attitude toward Retailer berpengaruh positif terhadap Purchase Intention 
 
Kata Kunci: Self Congruity, Retailer Awareness, Retailer Association, 
Retailer Perceived Quality, Purcahse Intention, Attitude towards Retailer.  
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THE INFLUENCE OF SELF CONGRUITY, 
RETAILER AWARENESS, RETAILER ASSOCIATION, 
RETAILER PERCEIVED QUALITY OF PURCHASE 
INTENTION  BETWEEN ATTITUDE TOWARDS 
RETAILER IN STORE EIGER MERR SURABAYA 
 
ABSTRACT  
 
This study aims to determine the influence of Self Congruity, Retailer 
Awareness, Retailer Association, Retailer Perceived Quality of Purchase Intention 
Between Attitude towards Retailer in Eiger Merr Surabaya. In this research, the 
six variables are analyzed using SEM (Amos) analysis. The object of this research 
is Eiger Merr Surabaya. The number of samples used in the study were 150 
respondents. The result of the research shows that the model built can predict the 
intention of consumer purchasing in detail the results explained in the first 
hypothesis testing, Self Congruity has positive effect on Attitude toward Retailer, 
second hypothesis that Retailer Awareness has positive effect on Attitude toward 
Retailer. Third hypothesis is Retailer Association has positive effect on Attitude 
toward Retailer, fourth hypothesis is Retailer Perceived Quality has positive 
effect on Attitude toward Retailer, and last hypothesis Attitude toward Retailer 
has positive effect on Purchase Intention 
 
Keywords: Self Congruity, Retailer Awareness, Retailer Association, 
Retailer Perceived Quality, Purcahse Intention, Attitude towards Retailer. 
